










硕  士  学  位  论  文 
                                           
石竹山风景区旅游市场营销探析  
Marketing Analysis on the Shizhushan Scenic Spot 
 
张  燕 
指导教师姓名：谢  导  副教授 
专 业 名  称：工商管理(MBA) 
论文提交时间：2013 年  4   月 
论文答辩日期：2013 年  6   月 
学位授予日期：    年      月 
答辩委员会主席               
评    阅    人               
 
 
  学校编码：10384 
学号：X2007155047 
分类号    密级    














析            
张  





：   
谢
导   
副
教
授   
 











































另外，该学位论文为（                            ）课题（组）
的研究成果，获得（               ）课题（组）经费或实验室的






















































（     ）1.经厦门大学保密委员会审查核定的保密学位论文，
于   年  月  日解密，解密后适用上述授权。 






                             声明人（签名）： 

























摘  要 
 




















































Ranking on the top of the world and with a speed of moderately ahead of 
national economy, China’s tourism industry has been keeping a good momentum of 
rapid development over the past ten years. Tourism industry in China has played a 
very important role in terms of investment, employment and balance of payments, 
becoming an effective strength to pull up the national and local economic growth. 
For that reason, governments at all levels attach great importance to the tourism 
industry which they regard as “pillar industry”, “sunrise industry”, “key industry” 
and “leading industry” respectively. In the period of 12th Five-Year Plan, the 
tourism industry in Fuqing City would enter a crucial stage of sustainable 
development and Fuqing has placed it as an emerging new pillar industry of national 
economy. Fully taking advantage of tourist resources and achieving the goal of 
economic pillar industry is a system engineering while relationship marketing in 
tourism is one of the crucial link. Therefore, constructing a good relationship 
marketing mechanism in tourism is an important means for increasing the 
competitiveness of tourism market and rapidly developing tourism industry.  
Located in the south of Fuzhou (provincial capital of Fujian Province – west 
coastal of the strait), Fuqing City owns national 4A-class tourist scenic spot - 
Shizhushan Scenic Spot which has a deep cultural heritage and beautiful natural 
scenery. Shizhushan Scenic Spot has a unique advantage for the development of the 
tourism industry, especially for Chinese Dream Culture and the unity of three major 
religions in China (Buddhism, Taoism and Confucianism). After centuries of 
cultural heritage, Shizhushan Scenic Spot has formed a unique cultural landscape of 
placing Taoism as the priority and developing Buddhism and Confucianism in the 
meantime. Additionally, because many dreams of prayers who ever prayed there 
have come true, this scenic spot has been regarded as a “Shizhu Fairyland”, 
“Chinese Dreamland”.   
This article introduces the background, objectives and ideas researched by 
marketing strategy in tourism in Shizhushan Scenic Spot of Fuqing City, discusses 
basic theory of related tourism marketing, as well as summarizes some successful 
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analyzing the external environment, current status of the tourism market of 
Shizhushan Scenic Spot and existing problems of tourism marketing, and 
successively it makes reasonable classification and positioning on target market and 
tourism image respectively. On this basis, the article proposes marketing strategy 
and specific comments for tourism market of Shizhushan Scenic Spot. In this article, 
existing marketing theory and methods are applied to analyze tourism marketing, 
and the author hopes to provide valuable reference for tourism marketing for 
Shizhushan Scenic Spot. 
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